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INTRALINK- A New Concept in Movie Advertising (part one) 


Anthony Goldschmiat, a 
Vale graduate with a 
background In graphic 
design, started in 
motion picture adver¬ 
tising in 1969 when he 
came out from the east 
coast to work as an 
assistant on a film 
called THE WILD BUNCH, 
directed by Sam 
Peckinpaw. When the 
picture went into post 
production,Goldschmiat 
was asked to design 
the promotional mater¬ 
ials for the film. 

That was to be his 
first motion picture 
campaign. He followed 
with BLAZING SADDLES 
and SUMMER OF ’42. 
Anthony Goldschmidt 
was on his way. 

Rights One-sheet for 
THE WILD BUNCH. 


Unchanged man in a changing land. 

Out of step, out of place and desperately out of time. 
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L'AFFICHE editor Jeff 
Kill an was recently 
granted a short tele¬ 
phone interview with 
Mr. Golaschmiat. The 
following is a tran¬ 
script of that inter¬ 
view, 

L'AFFICHE; Do you work 
for just one or two 
specific studios ? 

ANTHONV GOLDSCHMIDT; 
No. We work for every¬ 
body . 

L; Do you do all the 
poster designs for 
WARNER BROTHERS ? 

AG; Not all of them. 

We do quite a bit of 
work for WARNER BROS., 
the most recent being 
COBRA, and prior to 
that we did THE COLOR 
PURPLE, 


But as his experience in motion pic¬ 
ture advertising grew, he realized a 
need for a correlation between the 
audio/ visual and print aspects of his 
campaigns. 

In 1979, Goldschmidt co-founded INTRA¬ 
LINK, a company uniquely designed to 
produce audio/ visual as well as print 
promotion for the film industry. 

In the few short years since, INTRA¬ 
LINK has created some of the most pop¬ 
ular movie posters on todays market. 
They are also among the most difficult 
to find because INTRALINK does a sig¬ 
nificant amount of work for WARNER 
BROTHERS, whose promotional materials 
are not available through the National 
Screen Service, 


L; Did you do PEE WEE HERMAN 7 That's 
become quite a cult item, 

AG; I did. All of our work, interest¬ 
ingly enough, has become collectable. 
One of the images we did that gets a 
lot of requests from us is BLADE 
RUNNER, And another one we did that 
gets a tremendous amount of requests 
is the original image of E.T, with the 
touching fingers, 

L; It's interesting that you should 
mention both of those. Aren't both of 
those John Alvin's artwork ? 

AG; All of the i1lustrations on the 
posters I design are John Alvin, He 
works for me. We have an art depart* 
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merit, but he is the only person in our 
art department that I would trust to 
do finished i1lustrations. Now his 
role at INTRALINK is not purely to 
have a finish illustrator on staff. He 
is involved with the creative direc¬ 
tion of the audio/ visual department 
as well, as is the senior film produ¬ 
cer involved with the creative direc¬ 
tion of the print department, I think 
that's what makes for a creative shop: 
the interchange of people who have 
different skills, I think that struc¬ 
ture is pretty unique. I don't know of 
another company that has a full time 
Illustrator on staff, 

L: Are you familiar with artist Drew 
Struzan ? 

AG: When I think of that company, I 
think that one wouldnot 
expect to get a photographic solution 
from that company, because Struzan 
does Struzan. INTRALINK does, I hope, 
what's right for the film, Ue try not 
to force our style on the solution of a 
poster. So when you look at COBRA, for 
example, a pretty popular poster right 
now, that's not an i11 ustration. 


L: It's a heavily airbrushed photo, 
wasn 1 t it? 

AG: It's major artwork combined with a 
photograph also done by John Alvin, 
Alvin is not limited as an artist to a 
certain style. 

L: I woula agree that BLADE RUNNER is 
probably his single most popular piece 
in the collector's market. It's vir¬ 
tually impossible to pick up a BLADE 
RUNNER in decent condition for a rea¬ 
sonable price. 

So you work for all motion picture 
companies ? 

AG: Ves, 

L: Do you have any favorite campaigns 
that have really "clicked" for a film? 

AG: Vou know, it's a twist of fate, 
because my favorite campaign is one we 
did for a movie called CONRACK, which 
no one ever heard of, I don't think. 
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This page: Two posters showing 
the diverse talents of 
illustrator John Alvin, Upper 
left: THE COLOR PURPLE. Above: 
BLADE RUNNER, 
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L: Isn't that the 
movie starring 
on Uoight ? 

AG; That's right, 
I think the image 
we dia for 
CONRACK was monu¬ 
mentally appro¬ 
priate, but very 
few people remem¬ 
ber the picture 
and there is 
definitely a coi— 
relation between 
the film and the 
poster. Rarely 
are we asked for 
a sample of some¬ 
thing from a pic¬ 
ture that didn't 
acheive some 
noteriety. But 
CONRACK is my 
favorite. 


" I drive ;i small yellow ear 
called a Volkswagen, 
manufactured in a country 
called Germany on a 
continent called Europe. 

I'm a hypochondriac- 
that's somelxxlv who's 
afraid he's dying every t ime 
he sneezes. I believe in love 
of all kinds 
carnal, 
platonic, 
fraternal, 
maternal, 
religious? 


JON VOIGHT 
“CONRACK” 
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I want all of you to take u real long Various [leople htnv been screwing nj» 

kjuknl me.That shouktnt t»any my name. It's a swell namo. It'sConniy. 

hardship 'occauso I ni handsome. not Conrerk. hut if you want to call me 

Murewrer, I haw a penetrating wit. a that, go ahead. I m tx-ginning to like 
fanciful imagination, and my eyes the sound of it" 
are bluer than i^ul Newman's. 

JON VOIGHT 
“CONRACK” 
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Top lefts insert for CONRACK, 
Below left; One-sheet for 
CONRACK, Right; One-sheet for 
COBRA, 


L: I don't know if you can answer this 
question, but in the last year or so 
WARNER BROTHERS has gone to distribu¬ 
ting their posters themselves. They've 
eliminated National Screen Service, Do 
you know why that is ? 

AG; No. 


L: Okay, another question is, do you 
know why they have eliminated other 
sizes of posters ? They've dropped the 
inserts and 30 by 40's. They've vir¬ 
tually eliminated everything except 
one-shee ts. 

AG; I would say that is principally a 
function of the exhibitors creating 
space for displays. And I would say 
that you could probably demonstrate 
that for the elimination of the odd¬ 
ball sizes , the display for those 
oddball sizes have also been elimin¬ 
ated, But there is now a greater use 
of lobby displays than there was a 
year or two ago. And where one has 
dropped off, the lobby displays have 
picked up. 


L; For the movie COBRA, was it your 
idea or was it WARNER BROS, idea to 
come up with four door panels ? 
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AGs It was 
their idea, but 
it was intei— 
estng in that 
COBRA was the 
largest print 
buy in EARNERS 
history, and in 
a marketplace 
where everyone 
is yelling and 
screaming about 
television that 
was a very 
courageous 
decision on the 
part of the 
marketing 
department, T o 
take that 
master image 
and really make 
it work in the 
public space, 
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This page:; Two of INTRALINK's 
most popular posters; One-sheets 
for E, T g and PEE UEE HERMAN'S 
BIG AQUENTURE, 


End of part one. See the conclusion of our 
interview with INTRALINK'S Anthony 
Goldschmiat in the next issue of L'AFFICHE 


ulelcome to our first new format issue, UJe ’ re expanding to four pages an issue 
now, uJith an increased format size comes a higher cost to produce, so our 
subscription rates are increasing to a dollar an issue. But you'll still be 
receiving L'AFFICHE by first class mail. And now you'll be getting more infor¬ 
mation and better quality i11 ustrations than you were before. Vou may be 
seeing even more changes in the next few months, so stay with us- we're just 
getting started ! 
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